It is fitting that the three-time Emmy Award-winning television producer, Dennis Deninger, authored this extensive discussion of the sports television industry. Deninger spent 25 years at ESPN leading production teams for studio programming, live remote events and digital video platforms, including being one of the first four coordinating producers for "SportsCenter." As a Professor of Practice in Sport Management at Syracuse University, Deninger has worked with students to explore the history and culture of sport in the US, which is a theme he also developed in the opening chapters of Dennis Deninger changes tack from Chapter 6 to provide more practical and direct guidance to sports television students and managers. Chapters 6, 7 and 8 provide a detailed, and sometimes even quite basic, explanation of programming, producing and commentating of sports on television. These guidance sections will be useful to those wanting to understand how to deliver superior sports productions. Deninger deals in detail with the critical role of storytelling and even highlights the different job roles involved. By drawing on ABC's Keith Jackson's famous one-line job description of a commentator to "amplify, clarify, punctuate and enjoy" (p. 120), Deninger shares valuable practitioner experience for anyone looking to increase his or her game as on-air talent. Sports on Television looks abroad in Chapter 9 to provide a useful discussion of international sports broadcasting, although limited to an US audience perspective. This chapter draws on US broadcaster experiences in Russia, Europe, Africa and Latin America, but perhaps fails to consider practices of non-US sports broadcasters operating in these markets. Given the increased sports rights competition from Asian broadcasters, such as StarTimes, and the dominance of SuperSport in Africa, as well as the mixed response that traditional US-produced sports media has received outside the US, those looking to operate more globally may find Chapter 9 somewhat limited. Interestingly, Sports on Television is currently being translated into simple Chinese -further evidence of the on-going globalization of the sports industry.
The US sports television consumer takes center stage in Chapters 10 and 14.
Deninger employs Nielsen data to understand who is watching sports television as well as some aspects of how they are consuming this media. The 'Why they are watching' question is more fully dealt with in Chapter 14, where Deninger draws on Octagon's Passion Drivers TM research. The chapter on advertising and sponsorship is written more from a client brand's perspective than a media network's perspective, resulting in less of a thematic fit with the rest of the book. The final set of chapters explores the political (organizational and industry) and Political (governmental) nature of sports television.
Deninger challenges students and managers to take a broader stakeholder perspective in understanding the complexities and interdependencies involved within sports television, and between sports television and the rest of society. This discussion raises important questions of power and influence, which need to be navigated by anyone hoping to survive and thrive within sports television.
Sports on Television includes discussion topics or assignments at the end of each chapter which encourage the reader to reflect on the application and extension of the preceding discussion. Deninger provides a 3-page bibliography at the end of the book, which mostly draws on media reports and sports organizations or individuals. As a possible text for sports media students, the book lacks integration of existing research In his foreword to the book, ESPN Executive Chairman George Bodenheimer suggests that we haven't yet approached the saturation point for fans' "unquenchable thirst for sport." Sports on Television provides a comprehensive and engaging platform for thinking about how to meet sports media consumers' thirst in the years ahead.
